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ABSTRACT I 
The objective of writing this project is to prepare a 
marketing plan for Hutchison Paging L t d . 
150 samples were being included in the research and 
the objective of the research is to collect information 
for the preparation of the marketing p l a n . 
The survey results showed that at present, the 
general public do not have enough knowledge about CT-2 
and m o s t of them are not interested in buying CT-2. Among 
the major benefits of using C T - 2 , price and size are the 
major benefits that people treasure in using CT-2. It 
takes time to find the public base station, it cannot be 
used while walking and it cannot receive incoming call, 
are the key things that CT-2 needs to improve in the mind 
of the consumers. Among all the factors, the most 
important factors in the consumers' purchase decision are 
the price of the handset, and the number and 
distribution of the public base station. Before they 
purchase C T - 2 , they will mainly get their information 
through visiting the retail shops to get the catalog and 
consulting the advice of the salesman. According to the 
survey results, male pager users who are under 30 are more 
likely to buy CT-2 than the other segments and thus, they 
became the target segment of the marketing plan. 
For Hutchison, the marketing objective is to maintain 
50% of market share in the CT-2 market. Besides 
iii 
M o t o r o l a ' s h a n d s e t， it is suggested that Hutchison should 
search for a cheaper handset and sell the new handset at a 
cheaper p r i c e b e c a u s e price is the key factor in the 
c o n s u m e r s ' p u r c h a s e d e c i s i o n . 
For the theme of p r o m o t i o n , it is suggested that cost 
s a v i n g , si^e and w e i g h t , should be e m p h a s i s . Besides TV 
and p r i n t m e d i a , d i r e c t m a i l and exhibitions should be 
used to p r o m o t e the concept of C T - 2 . 
R e t a i l shops are the key information channels for the 
c o n s u m e r s to g e t information before they purchase C T - 2 . 
T h u s , the m a n p o w e r and also the training of the sales 
� 
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C u r r e n t l y , the second generation cordless telephone 
is a hot topic in the town. Not only represent an 
advancement in the telecommunication field, it is also a 
first step towards the new concept of personal 
c o _ n i c a t i o n where the unit of communication will beeo.e 
an individual rather than a household. 
� 
T e r n s of Ref^r^nr^f^ 
This report intends to project analyzed data of the 
market research and its marketing implications to 
Hutchison Paging L t d . 
The scope of this report includes the followings: 
- - t h e result of collected and analyzed data from the 
market research 
the study of c o n s u m e r s ' purchase decision process 
-- the study of c o n s u m e r s ' knowledge about CT-2 
-- a recommended marketing plan 
However, due to the small size of: the sample (the 
total sample size was 150 people and only 28 out of them . 
showed an interest in buying CT-2), it is not significant 
to test the casual relationship between the variables. 
Thus， this study only intends to show the pattern and not 
2 
the c a s u a l r e l a t i o n s h i p , of the r e s u l t s . 
B e f o r e starting the project, let us have a look on 
what is CT-2 first. 
What is CT-2? 
T e c h n i c a l l y , CT-2 is a digital cordless telephone 
service operating on 40 radio channels in the 864 MHz 
f r e q u e n c y b a n d . Practically s p e a k i n g , CT-2 is the 
successor to the first generation cordless telephones 
c o m m o n l y found in homes and offices in Hong Kong. 
U n l i k e its C T l p r e d e c e s s o r , which operates in 
conjunction with a single base s t a t i o n , CT-2‘s ultra-light 
handsets can be used with any number of base stations at 
h o m e , in an office or in the street. 
T h e main initial drawback is CT-2 users will not be 
able to receive incoming calls while on the move, nor will 
they be able to travel between base stations during the 
same call as they can with cellular p h o n e s . Details of 
rival systems v a r y , but essentially calls can be made 
i I 
whenever a user is within the 100 to 200 metre range of a 
CT-2 base s t a t i o n . See Figure 1 in the Appendix. 
When the handset is switched on, it connects with the 
nearest base s t a t i o n , and the user dials a personal 
identification number on the handset. This number is 
authenticated by the system, and the user is given a dial 
tone, indicating the unit has been connected to the public 
telephone n e t w o r k . Local and IDD calls can then be made 
in the normal w a y . 
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C H A P T E R II 
RESEARCH METHODOLOGY 
PROBLEM STATFTIRNT； 
To find out the best possible way to market CT-2 in a 
highly competitive e n v i r o n m e n t , subject to the constraint 
of the company's r e s o u r c e s . ‘ 
� 
Research Obiftfttiv印 
The objective of this research was to get information 
that would be useful in formulating the marketing plan of 
C T - 2 . 
The research focused on getting more information for 
the following q u e s t i o n s , in 七he view of a company that 
will launch CT-2 in Hong Kong: 
1. What do the consumers know about CT-2? 
2. What are the c o n s u m e r s ' perceived benefits of using 
• • ‘ • ！ 
CT-2? 
3. Do the consumers know which company will provide the 
service of CT-2? 
4- Which company's product will they buy? 
5- What are the key factors in the consumer‘ purchase 
decision of C T - 2 ? -
6- What amount will the consumers spend in personal 
4 
communication? 
7. Which price r a n g e ( s ) for the handset is acceptable to 
the consumers? 
W h i c h price r a n g e ( s ) for the personal base station is 
acceptable to the consumers? 
9. What level(s) of service charge is acceptable to the 
consumers? 
10. W h i c h s e g m e n t ( s ) perceive the most benefits from 
using CT-2 system? 
Research Mftt.hnHni ^ p^ry 
Q u e s t i o n n a i r e was used to collect the data from the 
s a m p l e . Three focus groups each consisted of ten people 
have been used in the pilot interview. 
The survey was done by street interview in the main 
b u s i n e s s areas in H o n g K o n g . They are namely. C e n t r a l , 
A d m i r a l t y , W a n c h a i , C a u s e w a y Bay and Tsim Sha Tsui. 
In order to facilitate the speed of doing the 
q u e s t i o n n a i r e , a Chinese version of the questionnaire was 
prepared for the street interview. In the translation 
p r o c e s s , one person was asked to translate the 
q u e s t i o n n a i r e from English to Chinese and another person 
was asked to do the reverse in order to check the 
interpretation of the w o r d i n g s . 
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S a m p l i n g Plan 
Target Population 
T h e target p o p u l a t i o n was defined as follows： 
a . I n d i v i d u a l was b e i n g used as the basic unit in the 
target p o p u l a t i o n . 
b- T h e sa m p l e b e l o n g e d to either one of the following 
o c c u p a t i o n s . T h e y are n a m e l y . P r o p r i e t o r , T r a d e r , 
M a n a g e r , P r o f e s s i o n a l , S a l e s m a n , and Skilled Office 
W o r k e r . T h e s e p e o p l e always need to use telephone in 
» 
their w o r k and outdoor w o r k is sometimes required. T h u s , 
this g r o u p of pe o p l e m a y be more easily appealed by the、 
a d v a n t a g e s of C T - 2 and in tu r n , m a y have a higher 
p r o b a b i l i t y to buy C T - 2 for outdoor u s e . 
As a p r e l i m i n a r y r e s e a r c h , this research is intended 
to focus on the outdoor use of C T - 2 since it can generate 
the h i g h e s t amount of p r o f i t s among the 3 uses of the CT-2 
(i . e . h o m e , o f f i c e , and o u t d o o r ) . T h e main source of 
revenue for the n e t w o r k operator of CT-2 comes from the 
service charge rather than from 七he margin of selling 七he 
handset and p e r s o n a l b a s e s t a t i o n . 
c . H e / s h e has not worked for a Marketing Research 
c o m p a n y . O t h e r w i s e , he/she may be able to identify the 
real o b j e c t i v e s behind the questions and this may prevent 
him/her from answering the questions objectively. 
d . He/she is not working for a company that will launch 
CT-2 or assist in the launching of C T - 2 . O t h e r w i s e , 
he/she may have p e r s o n a l bias towards his/her company and 
also the concept of C T - 2 . 
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Sallpling Fralle 
Sjnce ,no accurate list of appropriate individual was 
available, geographical area was used as a means to select 
the sample. 
Five main . business areas 1n Hong Kong were being 
chosen as the spots to db the street interview. They are 
namely, Central, Admiralty, Wanchai, Cau~eway Bay and Tsim 
Sha Tsui. 30 samples were being drawn from each location. 
The period for the street interview will start directly 
after the office hour, i.e. 5:00 p.m. Thus, ' it will have 
a higher probability to get the right sample when the , 
office workers start to go home at that time. 
The Sample Selection Process 
The first sample was being selected randomly. Since I 
was targetted at the people who have higher positions in 
the office, I codld judge from their dressing and outlook 
to see ~hether they might fit the · selection criteria 
before I approached them. After the questionnaire was 
finished, everyone out of five samples would be selected 
for the survey. 
The Sallple Size 
The sample S lze lS 150. 
At the beginning of the questionnaire, ther e wa s a 
screen ing sec t ion to se reen ou t those, peop le who did n at 
match with the target population. Thus, only those people 
7 
who are p r o p r i e t o r , trader, m a n a g e r , p r o f e s s i o n a l , 
s a l e s m a n , and executives are selected and in addition, 
the samples have not worked for a Marketing Research 
c o m p a n y or a company that will launch or assist in the 
launching of C T - 2 . 
In terms of dem o g r a p h i c s , 62% of them are male and 
half of them are pager u s e r . Only 8.7% of them are mobile 
p h o n e u s e r . Their age ranges from 21 to over 51 and over 
half of them have received tertiary education. About 45% 
of them have income in the range of $7,000 - $ 9 , 9 9 9 . 
Survey Limitation 
Since p e r s o n a l interview is a very costly process in 
terms of t i m e , there is a tradeoff of quality for 
q u a n t i t y . Only 150 samples could be included in the 
su r v e y . Among them, only 28 people were interested in 
buyi n g C T - 2 . The small size of the sample made it 
impossible to use statistical test to test the causal 
r e l a t i o n s h i p of the survey results. T h u s , the report can 
only show the pattern of the results. 
• -




Although all of the mobile communication equipments 
are designed for providing the most convenient, advanced 
and q u a l i t y telecommunications services to the users, they 
are, to a certain extent, different from one another in 
the pattern of the communication p r o c e s s . , 
As shown in Figure 2 in the Appendix, mobile phones 
• S 
for either the analog or digital network system are the 
best communications mode for those who intend to have the 
most direct and effective communication with anyone, at 
any time all over the territory, with‘ constraints or 
barriers at mininum. 
For those who only intend to have a close tie or 
connection with the potential message senders at the 
expense of the receiving time, the detail and the degree 
of accuracy of the received message, pagers will be placed 
in the first priority. 
H e n c e , it seems that mobile phone and pager are not, 
to a large extent, perfect substitute in the sense that 
they are two different products serving two different 
in a 1' k e t s . 
11 o w e V e r . t, h e i. n t r o d 11 c t i o n of the second generation 
cord less telephone (CT-2) network will change the 
situation. CT-2 handset when uses together with a pager 
can provide the similar attribute of mobile phone, that 
9 
is, CT^2 users can have a direct and instant communication 
with the message senders within a specific distance of a 
telepoint base s t a t i o n . 
Although CT-2 is operated under certain physical 
c o n s t r a i n t s , the retail price and operating cost of a CT-2 
plus a pager is relatively lower for the users when 
compared with the mobile p h o n e . H e n c e , pager plus CT-2 
may p a r t i a l l y become a substitute for mobile p h o n e , 
e s p e c i a l l y when the total capacity of the existing 
analog m o b i l e phone n e t w o r k is approaching to saturation. 
T h e r e f o r e , a substitution effect will be imposed on the ‘ 
mobile phone industry. 
Due to the interrelationship between C T - 2 , pager and 
mobile p h o n e , both the paging industry and the mobile 
phone industry will also be included in the industry 
a n a l y s i s . , 
“ 1 • 
； -
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T h e CT--?, I n d u s t r y 
T h e CT-2 system can p r o v i d e a m i d d l e ground between 
e x p e n s i v e c e l l u l a r p h o n e s and inexpensive pagers by 
a l l o w i n g u s e r s to respond immediately to messages on their 
p a g e r s by u s i n g their C T - 2 h a n d s e t . The cost of a pager 
P l u s a C T - 2 is s i g n i f i c a n t l y lower than that of a mobile 
P h o n e and about one-third of the p r i c e of mobile p h o n e . 
B e s i d e s H u t c h i s o n P a g i n g L i m i t e d , the Hong Kong 
g o v e r n m e n t also has offered licences for another three 
c o m p a n i e s to o p e r a t e the C T - 2 n e t w o r k in Hong K o n g . T h e y 
are n a m e l y . C h e v a l i e r ( T e l e P o i n t ) L t d . , P e r s o n a l 
C o m m u n i c a t i o n s L i m i t e d , and H o n g K o n g C a l l p o i n t L i m i t e d . 
A m o n g 七he four c o m p a n i e s . C h e v a l i e r ( T e l e P o i n t ) L t d . is 
the o n l y c o m p a n y that is not the m o b i l e phone n e t w o r k 
o p e r a t o r and can s u c c e s s f u l l y p e r s u a d e the Postmaster 
G e n e r a l to g r a n t a licence for it to operate the n e t w o r k 
of C T - 2 . 
H u t c h i s o n P a g i n g L t d . 
H u t c h i s o n P a g i n g L t d . is a j o i n t venture between 
H u t c h i s o n T e l e c o m ( 7 0 % ) and M o t o r o l a (30%) . The company 
estimated that the CT-2 market will have more than 
「 丨 丨 丨 ’ 丨 … 「 丨 ： 冊 1 P ] n to invest $300 million over five 
yea r:、. 
In March 1992， the company has already built over 
2,800 p u b l i c base s t a t i o n s . The number will rise to 4,000 
by the end of this year and f i n a l l y , reach 7 , 0 0 0 . 
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H u t c h i s o n o n l y sells the handset m a n u f a c t u r e d by M o t o r o l a 
at $ 2 , 3 8 8 and the C T - 2 se r v i c e s was launched at Ma r c h 2 8 , 
1992. T h e handset was di s t r i b u t e d through the 35 
H u t c h i s o n P a g i n g C e n t r e s . 
For the v a l u e - a d d e d s e r v i c e s , in f u t u r e , H u t c h i s o n 
w i l l offer pager in h a n d s e t , and r o a m i n g . 
Up to n o w , H u t c h i s o n has about 10,000 customers who 
have a l r e a d y r e g i s t e r e d to use C T - 2 outdoor and it has 
over 50% of the m a r k e t share in the C T - 2 m a r k e t . 
(Note: r o a m i n g 二 h a n d s e t can access d i f f e r e n t o p e r a t o r s ' 
b a s e s t a t i o n s , w i t h p o s s i b l e roaming later outside H o n g 
K o n g . ) 
� 
Chevalier (TelePoint) Ltd. 
C h e v a l i e r ( T e l e P o i n t ) "Ltd. is a jo i n t - v e n t u r e b e t w e e n 
C h e v a l i e r ( O A ) H o l d i n g s L t d . (51%) and OTC I n t e r n a t i o n a l 
L t d . (.49%). T he c o m p a n y estimated that the size of the 
C T - 2 m a r k e t is about 10% of the p o p u l a t i o n , i.e. 6 0 0 , 0 0 0 . 
It p l a n s to invest H K $ 4 0 0 million to build up the CT-2 
n e t w o r k in Ho n g K o n g . It launched the CT-2 services at 
A p r i l 2 8 , 1 9 9 2 . In May 1992, it has established over 
1,000 p u b l i c b a s e s t a t i o n s in Hong K o n g . By the end of 
1992 , the n u m b e r w i l l increase to 2,000 and finally， reach 
4,000 when the whole p r o j e c t is c o m p l e t e d . 
Two m o d e l s of the hand set was sold and they are 
n a m e l y , Shave Forum 2 and GPT 2000. The price for the 
han d s e t will be about $2，00•-$2，900 whereas the pe r s o n a l 
base station will be around $ 3 , 0 0 0 . There are three 
levels of the mo n t h l y service charge and they are $ 1 8 0 ， 
/ 
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$230， and $ 2 8 0 . 
C h e v a l i e r w i l l sell its CT-2 prod u c t s in its 18 
C h e v a l i e r Shops and also through its d i s t r i b u t o r s , n a m e l y 
B r o a d w a y (9 s h o p s ) . T r u e Face Image Centre (19 s h o p s ) , 
J u s c o D e p a r t m e n t Store (4 s t o r e s ) and finally the retail 
outlets of the Workers‘ Association (3 stores). This 
m a k e s up a total of 53 o u t l e t s . 
For the valu e - a d d e d s e r v i c e s , in future, it will 
offer a b b r e v i a t e d d i a l l i n g paging and roa m i n g . 
Personal Conmunications Ltd. 
� 
P e r s o n a l C o m m u n i c a t i o n s L t d . is a joint venture made 
up of F i r s t P a c i f i c ( 4 5 % ) , B r i t i s h Telecom (45%), ABC 
C o m m u n i c a t i o n s ( 5 %) and Sun Hung K a i Properties ( 5%). 
H o w e v e r , in A p r i l this y e a r , B r i t i s h Telecom withdrawed 
from the joint v e n t u r e and as a r e s u l t , the percentage 
d i s t r i b u t i o n of the shares may be different and a new 
co m p a n y m a y joint P e r s o n a l C o m m u n i c a t i o n s L t d . 
The c o m p a n y estimated that the CT-2 market will have 
about 300,000 - 700,000 users and it plans to invest $300 
million over 4 -、 years into the project to establish 4,000 
• ‘ ： 
p u b l i c b a s e station in Hong K o n g . T he services will be 
launched in Hong Kong by November 1992. 
Shaye will be responsible for producing the handset 
for i P e r s o n a l C o m m u n i c a t i o n s L t d. and the price of the 
handset will be about $2,500 -$3,500 and the monthly 
service charge will be about $ 2 0 0 . ：However, detail 
information about the product and the service charge have 
13 
n o t y e t disc l o s e d at the time that 七his project was being 
d o n e . 
For the value-added services. Personal Communications 
Ltd- w i l l provide integrated pager roaming. 
Hong Kong Gallpoint Ltd. 
H o n g Kong Gallpoint L t d . is formed by Hong Kong 
T e l e c o m CSL (50.1%), Star Paging (14.9%) and SHK Hong Kong 
I n d u s t r i e s ( 3 5 % ) . The company estimated that the CT-2 
mark e t w i l l have reached the size of 300,000 in five years 
and it pl a n s to invest $300 million over five y e a r s . It 、 
had used the name "BEELINE.. for its CT-2 network and 
p r o d u c t s . T he number of public base station for BEELINE 
w i l l finally reach 4,000 under its p l a n . . 
The p r o d u c t s will most probably be distributed in CSL 
Sh o p s (25 s h o p s ) and Star Paging retail outlets (39 
sh o p s ) , w h i c h is the largest distribution network among 
the four companies in terms of numbe r . 
For the value-added service, in future, Gallpoint 
w i l l p r o v i d e voice retrieval service and integrated pager 
roaming for its cust o m e r s . 
H o w e v e r , since Gallpoint is still finding a good 
q u a l i t y C T -2 handset under reasonable price, it cannot 
decide the exact date of launching the CT-2 services at 
the present moment. 
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The Paging InHiiFitry 
In H o n g K o n g , the p a g i n g services started in 1972. 
The n u m b e r of u s e r s had been growing r a p i d l y . 
H o n g K o n g has the w o r l d ' s highest 
p e n e t r a t i o n of p a g e r s , with 12 p e r c e n t of the 
p o p u l a t i o n equipped with a pager compared to 
3 . 7 5 p e r c e n t in the U . S . , 4 p e r c e n t in Japan and 
. , f ‘ 
1.16 p e r c e n t in the U . K . 
A c c o r d i n g to the G o v e r n m e n t , there are now 
29 licensed p a g i n g operators in H o n g K o n g . Some 、 
7 7 0 , 0 0 0 p a g e r s have been licensed for use in the 
T e r r i t o r y b y the G o v e r n m e n t . H o w e v e r , the 、 
a c t u a l n u m b e r of u s e r s is about 650,000 of w h i c h 
H u t c h i s o n P a g i n g has a 50 p e r c e n t s h a r e . Star 
、 P a g i n g 1 4 8 , 0 0 0 , and. ABC C o m m u n i c a t i o n s over 
100,000 c u s t o m e r s . 1 
W i t h the d e v e l o p m e n t in pager t e c h n o l o g y , v a r i o u s 
i n f o r m a t i o n can be p r o v i d e d to pager users in addition to 
the b a s i c p a g i n g s e r v i c e s or conveying m e s s a g e s . B a s i c 
p a g i n g s e r v i c e s are provided on n u m e r i c or alpha-numeric 
p a g e r s w h i c h can o p e r a t e either on operator-assisted 
^"Paging： B u s i n e s s is b o o m i n g , ” H o n g _ I s m g , B u s i n e s s 
( N o v e m b e r 1 9 9 1 ) :44 
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p a g i n g s y s t e m s or on autopaging operation systems. Other 
p a g i n g services like provision of information on prices of 
Hong K o n g s t o c k s , precious metals, weather information 
e t c . , can also be p r o v i d e d . 
Hutchison Paging Ltd. 
A l t h o u g h Hutchison Paging L t d . , a subsidiary of 
Hutchison W h a m p o a L i m i t e d , is the late coiner in the paging 
m a r k e t , it is the market leader in this industry. 
H u t c h i s o n P a g i n g entered the industry in 1986 by acquiring 
over 10 small paging operators rather than setting up its 
own p a g i n g c e n t r e . After it had got these customers of 
the s m a l l paging o p e r a t o r s , it had paid a lot of effort in 
up g r a d i n g the quality of the paging services and changing 
the image of using p a g e r . ， 
A t p r e s e n t , Hutchison has set up 35 shops in the 
T e r r i t o r y to promote pager and also mobile phone. 
In 1991, it has invested some HK$85 million in its 
pag i n g business and expects to spend the same amount in 
1992. Among the main developments were the opening of a 
30,O O O - s q u a r e - f e e t operator and engineering centre in 
Kowl o o n ' s Metro Plaza in April 1991 and the setting up of 
a 10,OOO-square-feet pager maintenance and research centre 
in July 1991. Hutchison now has four operator centres. 
The new operator centre was used to provide extra back-up 
i 
in the event of a system failure and also to cope with 
demand from new customers. 
In the paging industry, one of the key technological 
trends is to increase the capacity of paging networks by 
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transmitting messages faster. With transmission of 
m e s s a g e s at a rate of 512 baud (bits per second), one 
radiopaging channel in the Territory can support up to 
30,000 c u s t o m e r s . In order to improve its service 
quality， Hutchison Paging has introduced a high speed 
system capable of transmitting messages at a rate of 1200 
b a u d , w h i c h can transmit messages twice as fast, or 
a l t e r n a t i v e l y s p e a k i n g , it can support double the number 
of p a g i n g customers within the same radio band-width. 
Hutchison Paging is also very keen in introducing new 
products to the m a r k e t . At the end of May 1991, Hutchison ‘ 
launched the Panasonic multilingual p a g e r , which is the 
first m u l t i l i n g u a l pager in the Hong Kong market. It 、 
offers u s e r s the ability to receive messages in Chinese 
characters or E n g l i s h . Motorola followed up with its own 
m u l t i l i n g u a l pager in August 1991. By the end of 1991, 
Hutchison has already sold several thousand of the 
m u l t i l i n g u a l units and they have already outstripped the 
conventional alphanumeric pagers which account for three 
percent of Hutchison's total pager s a l e s . 
In September 1991, Hutchison Paging launched its 
credit card p a g e r s , with 13 different sticky labels to 
suit the f a s h i b n - c o n s c i o u s . 
Star Paging 
Among one of the earliest entrants into the paging 
industry， Star Paging was once the market leader in this 
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industry b e f o r e H u t c h i s o n P a g i n g entered the ma r k e t . 
Star P a g i n g is the only paging company in Hong Kong 
that s u p p l i e s locally designed p a g e r s because its 
C h a i r m a n , M r . Nelson W o n g Kam-fu felt that the Japa n e s e 
c o m p a n i e s and the US p r o d u c t i o n c o m p a n i e s cannot cope with 
the local u s e r s ' d e m a n d for di f f e r e n t services and 
f u n c t i o n s . 
In terms of the n u m b e r of o u t l e t s . Star Paging has 39 
shops in the T e r r i t o r y and 10 of them are in the main MTR 
s t a t i o n s . 
Star P a g i n g is also the first company in Hong K o n g 
w h i c h has started the rental services of pager and the 
user can rent a pager b y $10 per m o n t h . At the end of 、 
1 9 9 1 , Star P a g i n g has launched a new p a g i n g service called 
PT2 w h i c h can pr o v i d e its customers with f o r e x , stock and 
racing i n f o r m a t i o n . T h e paging unit can also download 
information to a laptop or p e r s o n a l c o m p u t e r . In Ma r c h 
1 9 9 2 , Star P a g i n g introduced a brand new paging services 
in H o n g K o n g , called the；Pagephone, w h i c h can allow the 
pager user to d i r e c t l y c o m m u n i c a t e w i t h the message sender 
over the p h o n e . 
ABC Comnuhicat.ions 
ABC claims to be the first company to introduce real 
time financial information services starting with R e u t e r s ' 
forex and gold prices in 1984, before introducing stock 
exchange p r i c e s in 1986. It is also the first paging 
company in Hong Kong that can transmit horse racing 
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information through pager and the services started in 
September 1990. 
ABC estimates that it has 60 percent market share in 
financial information p a g i n g . 
As part of its financial plan for overseas paging 
v e n t u r e s , ABC was listed on the Hong Kong stock exchange 
on October 1991. 
I 
-V 
‘ ‘ • 
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Mobile Phone Industry 
Hong Kong has one of the highest proportions of 
handsets of mobile telephones per person in the w o r l d . At 
the end of 1991, there were more than 190,000 mobile 
telephone subscribers in Hong K o n g , a substantial increase 
from the p r e v i o u s y e a r . 
In H o n g K o n g , mobile phone has become a status 
s y m b o l . The number of young owners of mobile phones is 
g r o w i n g . O n e reason is that, with the introduction of 
e a s y - p a y t e r m s , mobile phone becomes affordable. Another 
reason is that many large companies issue the phones to 
r e l a t i v e l y junior staff m e m b e r s . 、 
The mobile phones are also often a business 
n e c e s s i t y . Hong Kong's frenetic lifestyle means that 
p r a c t i c a l l y everyone is impossible to reach easily during 
and after business hours. Work will take them out of the 
office d u r i n g the d a y , and often keep them busy during 
the e v e n i n g s . Mobile phones can be a means to keep in 
touch w i t h these p e o p l e . 
C u r r e n t l y , there are three analog cellular network 
operators in Hong K o n g , n a m e l y , Hutchison Telephone which 
has two licences, while Pacific Link Communication and Hong 
Kong Telecom CSL each has one licence. 
Hutchison Telephone 
The first mobile phones in Hong Kong were introduced 
I 香 港 中 文 大 學 國 書 转 藏 書 I 
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by Hutchison T e l e p h o n e , a subsidiary of Hutchison Whampoa 
L i m i t e d , in 1985. 
Hutchison Telephone is the market leader in the 
mobile phone industry and claims to have 53-55 percent of 
the m a r k e t s h a r e . By the end of 1990, it had 67,000 
s u b s c r i b e r s . 
It has two licences for analog cellular system. One 
is the AMPS and the other is the TAGS (Total Access 
C o m m u n i c a t i o n S y s t e m ) . 
Hutchison is very care for its service quality. To 
com p l e m e n t its cellular service, Hutchison Telephone has 
introduced H o n g Kong's first 800 MHz 2-way trunked radio 
s e r v i c e . 
� 
Since the strategy of Hutchison Telephone is to 
provide q u a l i t y products and services to the consumers, it 
is very careful in choosing the product. As a result, it 
only sells Motorola's p r o d u c t s , the leader in the 
production of telecommunication equipment. Besides, it 
also set up its own retail outlets to sell its own 
pro d u c t s rather than using the retail outlets of the 
Hutc h i s o n Paging L i m i t e d . 
- • . f 
Hong Kong Telecom CSL 
£ 
Hong Kong Telecom CSL which is a subsidiary of、 the 
Hong Kong Telecom G r o u p , is both the network operator and 
seller of mobile p h o n e s . The mobile phones are being sold 
in the 25 CSL shops in the Territory. 
CSL is using the TAGS cellular system and by the end 
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of 1990, it had about 35,000 subscribers. 
A l t h o u g h the mobile phones sold by CSL pre under many 
d i f f e r e n t brand n a m e s , CSL grouped them all under the name 
of its network "UNITACS" and promoted "UNITACS" rather 
than the brand name of the individual m o d e l . 
Pacific Link 
In October 1989, First Pacific Company Limited 
acquired C h i n a Tel and changed its name to Pacific Link., 
Using the cellular system of E - T A C S , Pacific Link offers 
the service solely of network operating and the billing on 、 
the air ti m e . Its products are being sold by Tricom 
Mobile Phone L i m i t e d , which is the exclusive distributor, 
of P a c i f i c L i n k . T r i c o m , in turn, distributes the 
pro d u c t s to some d e a l e r s . The company offered models 
produced b y four leading manufacturers. They range from 
highly advanced Ericsson units to the popular NEC, with a 
wide range of features and low price . The Mobira features 
long b a t t e r y life and the Toyocom, caters for the fashion-
conscious . 
Pacific Link reached breakeven in June 1990 and made 
a modest contribution of USD 0.7 million in 1990. There 
L 
were 22,107 subscribers on the system by the end of 1990. 
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Digitalisation 
. ‘ • 
In the mean time, the threat for the mobile phone 
industry is not on the demand side, rather it is on the 
techn i c a l s i d e . Since each analog network can be used by 
about 50,000 subscribers at the same time without 
affecting the quality of the services and n o w . Hong Kong 
has more than 190,000 mobile phone subscribers under the 
four n e t w o r k s , the capacity of the analog network is 
approaching s a t u r a t i o n . As an industry expert had said 
that the four networks will be saturated by the end of 
1992. D i g i t a l network seems to be the only solution for 
the p r o b l e m . Besides increasing the capacity, digital 
n e t w o r k should provide better sound quality and in the 、 
future might allow users to access new features such as 
those found in the digital phone network today. 
In M a r c h this y e a r , Postmaster General Mr Dominic 
Wong has j u s t announced plans that permit the three analog 
operators of mobile phone systems to convert from analog 
to d i g i t a l t r a n s m i s s i o n s , and hence expand their capacity 
of the network by a maximum of ten times when compared 
with that of the analog n e t w o r k . The government has also 
called for applications for a fourth operating licence for 
the GSM d i g i t a l n e t w o r k , and has indicated that it might 
license a fifth operator of the USDC digital network in 
1996. There are altogether ten companies which bid for 
the licence for the fourth GSM digital network and the 
resu1t will be announced in the mid of July 1992. 
The government‘s decision to permit the three mobile 
phone licensees to start converting to the GSM digital 
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service w i l l eventually solve a mador problem facing Hong 
Kong T e l e c o m , Hutchison and Pacific Link Communications 
and their subscribers: shortage of transmission capacity 
in the electromagnetic spectrum. 
H o w e v e r , the digital handset will be heavier and 
larger than the Present analog handset. A l s o , the price 
will be 10-20% higher than the analog m o d e l . Thus, there 
will be marketing problem for the digital handset. 
Moreover， it takes at least 1-2 years to build up； the 
d i g i t a l n e t w o r k and what happens, if the analog network is 
saturated before the new network is completed. 
� 
， 




In order to m a t c h w i t h the re s e a r c h o b j e c t i v e s , the 
f i n d i n g s of the r e s e a r c h are b e i n g g r o u p e d into the 
f o l l o w i n g a r e a s for analysis： 
-- C o n s u m e r s ' k n o w l e d g e of C T-2 
-- C o r p o r a t e image 
一一 C u s t o m e r loyalty 
- - C o n s u m e r s‘ p u r c h a s e d e c i s i o n 
-- P r i c i n g i n f o r m a t i o n 
- - C h a r a c t e r i s t i c s of those r e s p o n d e n t s who want to b u y 
C T - 2 
Analysis_of Research Finriin^P： 
Consumers‘ Knowledge of CT-2 
Will CT-2 be launohed In Hnntf Knnc^? 
A c c o r d i n g to the s u r v e y , 96.7% of the resp o n d e n t s 
knew t h a t C T - 2 would be introduced to Ho n g K o n g as shown 
in G r a p h 1 in the A p p e n d i x . 
T h i s shows that the public is quite aware of the 
intr o d u c t i o n of CT-2 to Hong K o n g . 
T h e i r information, mainly came from newspaper (59%〉 
and T V ( 5 3 % ) as shown in Table 1 in the A p p e n d i x . Other 
s o u r c e s of information included magaz ines, friends or 
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relatives and MTR b i l l b o a r d . 
T h u s , mass media e.g. TV and n e w s p a p e r , is more 
effective than the other media in spreading the 
information about the launch of a new p r o d u c t . 
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A m o n g the four companies that would launch CT-2 in 
Hong K o n g , most respondents (92%) knew that Hutchison 
P a g i n g L t d . would launch the service of CT-2 as shown in 
Table 2 in the A p p e n d i x . 
C h e v a l i e r (TelePoint) L t d . was another quite well 
known e c p a n y and 61.3% of the respondents knew that it 
would p r o v i d e the services of C T - 2 . Hong Kong Gallpoint 
L t d . ranked third and has a percentage of 35.3. Among the 
four c o m p a n i e s . Personal Communications L t d . was cited the 
least o f t e n . Only 1.3% of the respondents knew that it 
would p r o v i d e the services of C T - 2 . ‘ 
Th i s m a y be Partly due to the fact that Hutchison and 
C h e v a l i e r had done a lot of advertising whereas the other 、 
two c o m p a n i e s has remained silent. 
. i 
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B e n e f i t s of m^inff rr-^, 
In the s u r v e y , the respondents were asked what are 
the b e n e f i t s to them of u s i n g C T - 2 . 
A m o n g all the answers that were given as the m o s t 
i m p o r t a n t b e n e f i t of u s i n g C T - 2 ,七 h e largest p e r c e n t a g e 
( 4 0 . 7 % ) a m o n g the r e s p o n d e n t s chose the option "cheaper 
to use w h e n compared w i t h mobile phone" as shown in G r a p h 
2 . A b o u t 30% of the r e s p o n d e n t s thought that "lighter and 
s m a l l e r in size" w a s the most important benefit to them of 
u s i n g C T - 2 . ..Save the time to find p u b l i c telephone" w a s 
also a n o t h e r b e n e f i t that were perceived b y a s i g n i f i c a n t 
p e r c e n t a g e of the r e s p o n d e n t s . 
For the second m o s t important b e n e f i t perceived b y 
the r e s p o n d e n t s for u s i n g C T - 2 , price factor was still the 
first c h o i c e . As shown in T a b l e 3 , 26,7% of the 
r e s p o n d e n t s chose "cheaper to use than the mobile phone" 
as the second m o s t important benefit to them of u s i n g CT-
2 . A n o t h e r two s i g n i f i c a n t answers were “saving the time 
to find a p u b l i c telephone" and also "CT-2 is lighter and 
smaller w h e n compared w i t h a mobile phone." 
A m o n g all the answers that were given by the 
r e s p o n d e n t s as the third most important benefit; of u s i n g 
•• - r 
C T - 2 , 26.0% of respondents chose "save the time to find 
public telephone" as the first choice；as shown in Table 3 . 
It is then followed by “lighter and smaller than mobile 
« 
phone" and ''cheaper to use than mobile phone". 
The survey result shows that most Hong Kong p e o p l e 
are in g e n e r a l price and size conscious when evaluating 
the b e n e f i t s of a telecommunication p r o d u c t , like C T - 2 . 
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THE MOST IMPORTANT BENEFIT OF USING C T - 2 
Cheaper 
40.7% 
I Save time 
I 18.0% I 
I GRAPH 2 
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TABLE 3 
P E R C E N T A G E OF R E S P O N D E N T S THAT CHOOSE THE FOLLOWING 
C R I T E R I A AS THE TOP 3 MOST IMPORTANT BENEFITS OF USING 
C T - 2 
Rank 
1 2 3 
Cheaper 40.7 26.7 8 
Lighter 29.3 24.7 11-3 
Save time 18 26 26 
More functions -- -- 6 
O t h e r s 10.8 6.7 12.6 
M i s s i n g O t h e r s 1-2 15.9 36.1 
� 
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Time saving is also considered to be an important benefits 
to them of using a telecommunication p r o d u c t . 
C o m p a r a t i v e l y speaking, very few people chose the 
t e c h n i c a l benefits of using CT-2 in the survey. This 
reveals 七 h e fact that at present, CT-2 is still a new 
p r o d u c t concept to the consumers and the public did not 
know m u c h about the technical benefits of using C T - 2 . 
T h u s , more education to the public about 七he advantages 
of C T - 2 is n e c e s s a r y in order to successfully promote this 
new p r o d u c t concept to the general p u b l i c . O t h e r w i s e , the 
companies may be fallen into the trap of price competition 
w h i c h is not a healthy phenomenon for the whole industry 
in the long r u n . 
• . . / 
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Areas for InprovftBent 
A m o n g the a n s w e r s for the most important thing that 
C T - 2 n e e d s to i m p r o v e , 30.7% of the respondents t h o u g h t 
that the m o s t important thing that it n e e d s to improve w a s 
that "it takes time to find the public base station when 
u s i n g outdoor" as shown in Graph 3. 20% of the 
r e s p o n d e n t s c o n s i d e r e d "CT-2 cannot be used while walking" 
as the m a j o r thing that it n e e d s to i m p r o v e . Another 16% 
felt t h a t it “cannot r e c e i v e incoming call" is the thing 
that it n e e d s to i m p r o v e . 
T h e r e s u l t also showed a similar p a t t e r n for the 
1 
second and third m o s t important things that CT-2 n e e d s to 
improve as shown in T a b l e 4 . 、 
B e s i d e s these three f a c t o r s , some r e s p o n d e n t s t h o u g h t 
that it w a s n o t c o n v e n i e n c e to use C T - 2 b e c a u s e "it has to 
o p e r a t e w i t h i n a certain d i s t a n c e of t^ie public b a s e 
s t a t i o n when u s i n g outdoor" and also "the number and 
d i s t r i b u t i o n of the p u b l i c base station" also needs to be 
improved (as shown in T a b l e 4 ) . 
G e n e r a l l y s p e a k i n g . H o n g Kong people highly t r e a s u r e s 
time and e f f i c i e n c y and they are less w i l l i n g to spend 
time in f i n d i n g a p u b l i c base station and stand s t i l l 
when they are u s i n g C T - 2 . T h a t ' s why the launch of m o b i l e 
phone in H o n g K o n g had b e c o m e a miracle and Hong Kong is 
the city w h i c h has 七 h e highest number of mobile phone per 
capi ta in the w o r l d . 
B e s i d e s , C T - 2 can o n l y p r o v i d e o n e - w a y 
c o m m u n i c a t i o n . It cannot receive incoming call. All 
these may become the major obstacles in the marketing of 
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C T - 2 . 
It is suggested that the company that will launch CT-
2 should try to make improvement in these areas. In 
f u t u r e , if CT-2 wants to become more competitive in the 
m a r k e t . Its function should be approaching mobile p h o n e , 
i.e. p r o v i d i n g two way communication to the users. For 
i n s t a n c e , it can incorporate the function of pager in the 
new generation of CT-2 so that the users can receive 
incoming calls through the built-in p a g e r . 
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TH£ MOST IMPORTANT THING THAT CT -2 I 
NEEDS TO IMPROVE 
m 
(D) 
(E) 10.0% I 
：12.7% I 
I GRAPH 3 
.. . • • : I • 
A -- It c a n n o t be used while w a l k i n g when 
u s i n g outdoor 
B -- It takes time to find the public base station 
when u s i n g outdoor 
C -- It c a n n o t receive incoming call when using outdoor 
D -- Number and d i s t r i b u t i o n of public base station 
E -- It has to operate within a certain distance of 
a p u b l i c base station when using outdoor 
F —— O t h e r s 
G -- M i s s i n g C a s e s 
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TABLE 4 
N O R S S O P ^ ^ OF RESPONDENTS THAT CHOOSE THE FOLLOWING 
C R i p R I A AS THE TOP 3 MOST IMPORTANT THINGS THAT CT-2 
NEEDS TO IMPROVE 
Rank 
1 2 3 
It cannot be used while 
walking when using 
outdoor 20 12.7 — 
It takes time to find the 
public base station when 
using outdoor 30.7 22 --
I 
It cannot recieve incoming 
call when using outdoor 16 16.7 14 
V 
Number and distribution of 
public base station 10 16.7 20 
It has to operate within 
a certain distance of a 
public base station when 
using outdoor 12.7 8.7 18 
Only a certain number of 
• » 
users can use a public 
base station at the . 
same time -- — — 8.7 
Others • 6.7 8.7 14.7 
Missing Cases 3.9 14.5 24.6 
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Corporate Image 
Although 81.3% of the respondents were not interested 
in buying CT-2 at the present moment, when all the 
respondents were asked if they would buy CT-2, they would 
buy it from which company. The majority of all 七he 
respondents (70%) said they would buy it from Hutchison 
Paging L t d . whereas each of the other three companies only 
had a very small percentage as shown in Graph 4 in the 
A p p e n d i x . 
The result shows that Hutchison has a relatively 
stronger corporate image in the consumers' mind than the 
other three companies, This will be a competitive edge 
for Hutchison in the marketing of CT-2. 
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Customer Loyalty 
‘ Among the respondents who knew Hutchison Paging L t d . 
would launch CT-2, 74.6% of them would still buy CT-2 
from Hutchison as shown in Table 5. 
Although Chevalier (TelePoint) Ltd. ranked second, 
only 9.8% of the respondents who knew Chevalier would 
launch CT-2 would still buy CT-2 from it. 
It is then followed by Personal Communications L t d . 
which achieved a percentage of 4.8. Hong Kong Callpoint 
L t d . ranked the lowest among the four companies and only 
1.9% of the respondents who knew Callpoint would launch 
CT-2 would still buy from it. 
Among the four companies that would launch the 
service of CT-2 in Hong Kong, Hutchison had the highest 
percentage of respondents who know it and will still buy 
from it as reflected in the figure in Table. 5. High 
customer loyalty may partially reflect the customers' 
satisfaction of the services of Hutchison. 
In addition, the high customer loyalty for Hutchison 
implies that the potential customers are more likely to 
buy CT-2 from Hutchison, rather than from the other three 
c o m p a n i e s . 
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TABLE 5 
PERCENTAGE OF RESPONDENTS WHO KNOW THAT COMPANY ^ 
AND WILL BUY FROM THAT COMPANY 
No. & % of respondents who buy from these 
companies 
Chevalier Gallpoint Hutchison PGL 





Chevalier 9 (6%)^ 0 (0%) 68 (45.3%) 1 (0.7%) 
92 ( 6 1 . 3 % ) [9.8%]b 
Gallpoint 4 (2.7%) 1 (0.7%) 36 (24%) 2 (1.3%) 
53 ( 3 5 . 3 % ) [1.9%] 
Hutchison 10 (6.7%) 1 (0.7%) 103 (68.7%) .‘ 2, (1.3%) 
138 ( 9 2 % ) [74.6%] 
PCL 0 (0%) 1 (0.7%) 16 (10.7%) 1 (0.7%) 
21 ( 1 4 % ) [4.8%] 
M i s s i n g Cases 二 6 
^The number in ( ) is the percentage of the total 
respondents who know or will buy CT-2 from that company 
^The number in [ ] is the percentage of the 
respondents who know that company and will buy CT-2 from 
the same company (the percentage is calculated based on 
actual frequency). 
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C u s t o m e r s ' Purchase Decision 
K e v Fantinrf? 
Among the most important factors in consumers ‘ 
purchase decision, the price of the handset (38.7%) 
receives the top priority and 24.7% of respondents chose 
the number and distribution of the public base station as 
shown in Graph 5. 
The service charge and the price of personal base 
station were also important factors in the consumers‘ 
purchase decision as shown in Table 6. 
In addition, the quality of the handset was quite 
important when the consumers decide to buy a CT-2 as shown 
in Table 6. 
According to the survey result, price is the key 
factor in the consumers‘ purchase decision., process, 
especially the price of the handset. 
B e s i d e s , the number and distribution of the public 
base station will also have a significant effect on the 
consumers ‘ decision to buy CT-2. 
The quality of the handset also affects the 
c o n s u m e r s ' purchase decision to a certain extent. 
Inforaatjon Channel 
Before the respondents decided to buy CT-2, most of 
them (64%) would visit the retail shop to get more 
information about CT-2 by collecting the catalog or 
consulting 七he advice of the salesman as shown in Table 7 
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THE MOST IMPORTANT FACTOR IN 
CONSUMERS PURCHASE DECISION 
Price of handset 
Station distribution ^ ^ Others 
24.7% ^ ^ 18.1% 
V 





？!PTHR^AQ rrul ^RESPONDENTS THAT CHOOSE THE FOLLOWING 
P U S A L DECISiSS IMPORTANT FACTORS IN CONSUMERS' 
Rank 
1 2 3 
Price of handset 38.7 14.7 16 
Telepoint distribution 24.7 15.3 16.7 
Service charge 9.3 26.7 ,20.7 
Quality of handset 8.0 8.0 9.3 
Price of personal base 、 
station -- 16 1q 7 
Others 18.1 13.9 12 
Missing cases 1.2 5.4 14.6 
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in the Appendix. 
The second most important information channel was to 
seek the advice of professional and expert. Besides, 
friends and relatives' opinions were also a major source 
of information. 
Print ad in magazines and newspaper was considered to 
be a more important information channel than TV ad by the 
respondents. TV ad was the least important information 
channel in the purchase decision among all the channels. 
Since CT-2 is a technical product and it is a high-
involvement product, consumers will be more willing to 
spend the time to collect information about the product, 
especially from the creditworthy sources such as 
p r o f e s s i o n a l or experts, before they decide to buy C T - 2 . 
They will also be more willing to spend time to visit 
d i f f e r e n t sellers in order to compare the price and the 
p r o d u c t function of CT-2. 
A m o n g the different information channels, retail shop 
was the most effective channel. It is suggested that the 
four network operators should pay more attention in their 
retail shop or dealers. For instance, they can provide 
training to the salespeople and distribute colorful, 
attractive and easily understood catalog of product 




Personal Communication Expenditure 
As shown in Graph 6 in the Appendix, 18.7% of 
respondents spent less than $99 per month on personal 
communication, which included the expenditure for the 
service of pager or/and mobile phone or/and paying for 
pay - p h o n e . 
15.3名 of the respondents spent less than $199 on 
perso n a l communication and 25.3% spent up to $299. The 
largest percentage of respondents (28.7%) spent a maximum 
of $599 in personal communication. Only 7.3% of the 
respondents spent up to $999 in personal communication and 
4.7% of respondents spent more than $1000 per month in 
personal communication. 
Price Qf CT-2 handset 
Over half (54.7%) of the respondents were willing to 
pay less than $2499 for the handset as shown in Graph 7 in 
广 the Appendix. 30.7% of the respondents were willing to 
pay up to $2999 for the handset. 
Only 10.7% of the respondents were willing to pay a 
maximum of $3499 for the handset. 
Price of Personal Base Station 
The majority (78.7%) of the respondents was willing 
to pay less than $2499 for the personal base station as 
shown in Graph 8 in the Appendix. 
Only 11.3% of the respondents were willing to pay up 
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to $2999 to get the personal base station. About 3 % of 
respondents were willing to pay a maximum of $3499 to buy 
the personal base station. 
Monthly Service Charpr^ 
of the respondents were willing to pay the range 
of $150-$199 for the monthly service charge of CT-2 
whereas 28% of the respondents were willing to pay less 
than $249 for the monthly service charge as shown in Graph 
9 in the Appendix. 
Only 18% of the respondents were willing to pay up to 
$299 for the service charge and less than 9% of the 




Characteristi Of； of Respondents; ghn want to huv CT-2 
Among all the respondents, the majority (81.3%) were 
not interested in buying a CT-2 at the present moment. 
Only 18.7% of the respondents were interested in buying a 
CT-2 as shown in Graph 10 in 七he Appendix. 
Purposes of Buying CT-2 
Among the respondents who were interested in buying 
C T - 2 , the majority (82.8%) would buy it for outdoor use. 
Only a very small percentage of respondents would buy it 
for home use or office use as shown、in Graph 11 in the 
Appendix. 
This reflects that CT-2 may not be as competitive as 
the ordinary cordless telephone or the ordinary telephone 
system if it is used in home or office. Price may be one 
of the major reasons. The price of the CT-2 handset and 
the personal base station will be over $5000 while an 
ordinary cordless telephone will cost less than $1000. 
As a result, not many people are willing to buy it for 
home or office use. 
Reasons for buying CT-2 
For the reasons of buying CT-2, over half (65.7%〉 of 
the respondents who were interested in buying CT-2 chose 
cost saving as their reason. The data was being shown in 
• 
Graph 12. 
Just for fun was another reason that make 七 h e m 
interested in buying CT-2. 
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REASONS FOR CHANGING TO USE CT -2 
More Cost Saving 
\ ^^^^^画:::::蓮：蓮:雖;;/ Others 
8.5% 、‘ 






W h i c h Company's Product will they buy? 
Among the respondents who were interested in buying 
CT-2， most of them (64.3%) would buy from Hutchison Paging 
L t d . as shown in Graph 13 in the Appendix. 
About 21% of these respondents would buy from 
Chevalier (TelePoint) L t d . Only 3.6% of them would buy 
from Personal Communications Ltd. 
This shows that, comparatively speaking, Hutchison 
has a better corporate image in the mind of consumers than 
the other three companies. As a result, more respondents 
would indicate their interest in buying from Hutchison. 
V 
P e r c e n t a g e of Pager Users 
Among the respondents who were interested in buying 
C T - 2 , the majority (71.4%) of them were pager users as 
shown in Graph 14 in the Appendix. 
Since CT-2 can only provide one-way communi6ation and 
cannot receive incoming call, it has to be used together 
with pager in order to form a two-way communication 
s y s t e m . As a result, pager users are more likely to be 
, the potential buyers of CT-2. 
P e r c e n t a g e of mobile phone users 
Among the respondents who would buy CT-2, few of them 
were mobile phone users as shown in Graph 15 in the 
A p p e n d i x . 
Regarding the purposes of buying CT-2, 40% of the 
mobile phone users would buy it for outdoor use and 
another 40%'would buy it for office use. The remaining 
20% would buy it for home use as shown in Graph 16 in the 
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A p p e n d i x . 
Due to the small sample size of the mobile phone 
users who are interested in buying CT-2, it is, however, 
difficult to determine from the survey result 七 h a t there 
is any substitution effect exist between CT-2 and mobile 
p h o n e . 
Age 
The age of the respondents of the survey spreaded 
from 21 to over 51. But one interesting feature appears 
when 七he buyers of CT-2 were being grouped by a g e / all 七he 
respondents fell into two age groups. They are namely, 
21-25 and 26-30. Most (60.7%) of them belonged to the age 
group of 21-25 as shown in Graph 17 in the Appendix. 
Why the buyers concentrated on the age group 21-30? 
This may imply that young people are more easily attracted 
by the new products, especially the high-tech products. 
B e s i d e s , the use of CT-2 in outdoor is quite a complex 
process and it requires the user to key in his own 
password before he can use the public base station to make 
a call. Since the procedure is quite complex, the elder 
people may not be willing to take up this trouble. 
Sex 
Among the respondents who were interested in buying 
C T - 2 , most (64-3%) of them were male and only 35.7% of 
them were female as shown in Graph 18 in the Appendix. 
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Occupation 
The respondents who were interested in buying CT-2 
include proprietor, manager, professional, salesman and 
executives. 
Among them, 42.9% were the professionals while 25% of 




in b u v l n ^ nT-2? 
As shown in Table 8, 58.2% of the respondents that 
were not interested in buying CT-2 was due to the reason 
that it takes time to find the public base station when 
using outdoor. 
57.4% of the respondents that were not interested in 
buying CT-2 is due to the fact that it cannot receive 
incoming call when using outdoor. 
Among all the respondents that were not interested in 
buying C T - 2 , 46.7% was due to the limited number and 
distribution of the public base station. 37.7% of them 
was due 七o 七he fact that when CT-2 is being used in 
outdoor, it cannot be used while walking. 
Generally speaking, these reasons are all related to 
time and efficiency. This reflects 七ha七 Hong Kong、 people 
are very time conscious and strive for efficiency. 
If CT-2 wants to be more competitive in the market, 
it must try to improve itself and approaching the function 
of mobile phone. It should try to provide • a two-way 
communication system by incorporating the function of 








REASONS FOR NOT INTERESTED IN BUYING CT-2 
Reasons of respondents 
It takes time to find the public 
base station when using outdoor 58.2 
It can only be used for out-calling 
when using outdoor 57.4 
The use of CT-2 in outdoor area will 
be restricted by the number and 
distribution of the public base 
V 
station 46.7 
It cannot be used while walking when 
using outdoor 37.7 
It n e e d s to use together with pager 23.0 
No idea 21.3 
CT-2 has to operate within a certain 
distance of a public base station 
when using outdoor 19.7 
Only a certain number of users can 
use a public base station at the 
same time 17.2 
O t h e r s 0-8 
^Since each respondent can choose more than one 
o p t i o n , the percentage is calculated using 150 as the 












1. Hutchison has made an exclusive agreement for 
Motorola's Products. At present. Motorola is the leader 
in the production of the CT-2 equipment. The other 
producers are still behind Motorola. Thus, it can be said 
that the CT-2 handset provided by Hutchison is the best 
handset in terms of quality although not functions. 
B e s i d e s , M o t o r o l a , through its pagers and mobile phones, 
has established a good image in the mind of the .con-sumers. 
2. Hutchison is the leader in Telepoint technology and 
it already has licences to operate CT-2 systems in the 
U.K. and in Malaysia. The other three companies have no 
previous experience in operating CT-2 system. 
3. Hutchison has enjoyed the advantage of being able to 
launch the product earlier than Chevalier. Hutchison has 
already started to sell its CT-2 handset and personal base 
station in December 1991 and the outdoor services of CT-2 
was officially launched in March 28 in this year. Thus, 
if the customers want to buy CT-2, some of them may have 
already bought it from Hutchison. 
* 
4. Among the four companies that will launch the 
services of CT-2 in Hong Kong, Hutchison is the one that 
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is the most willing to spend money in promoting its 
products and its corporate image. 
5. The early set up of the telepoint network has given 
Hutchison an advantage in negotiating with the shops in 
the busy areas and also in finding good location for the 
setting up of the public base station. 
6. Hutchison has already established a leading position 
in the paging and mobile phone industry. This will be a 
good talking point for it in promoting the CT-2 products. 
B e s i d e s , the target customers of CT-2 are the pager users 
and Hutchison has over 300,000 current pager users while 
Chevalier only has 17,000 pager users. Thus, assuming the 
probability for the pager users to buy CT-2 is the same 
for these companies, Hutchison will have a higher chance 
of g e t t i n g more customers than Chevalier. 
7. Hutchison has been very care for its service quality 
> 
• > -
and also the quality of the product. Besides, it also 
spent a lot of effort in promoting its corporate image 
through advertising. Thus, it has established a good 
corporate image in the mind of the consumers. 
8. Hutchison has a longer history in the 
telecommunication field than Chevalier and Personal 
Communications L t d . (Pacific Link). 
9. Hutchison has a higher maximum capacity in the public 
base s t a t i o n . In some of the busy areas, the public base 
station of Hutchison will has a maximum capacity of 12 
telephone line while Chevalier only has a maximum capacity 
of 6 telephone lines. Thus, Hutchison can save some of 
the rent for the public base station. 
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Weakness; 
1. Unlike the other network operators, Hutchison will 
not jointly use the public base station with the other 
operators. The only exception is for the public base 
station in the MTR stations where Hutchison has reached an 
agreement with Chevalier for the joint use of these 
stations. This will mean that Hutchison has to spend more 
money in building the public base station than its 
competitors in order to maintain a high coverage in the 
T e r r i t o r y . 
2. There is not enough manpower to、sell the products in 
the Hutchison Paging Centre, especially during" the peak 
hours because more time has to spend in explaining the 
functions of the telecommunications products to the users. 
Opportunity . 
1. The analog cellular network is near saturation and it 
will reach full capacity in the end of this year. But the 
digital network will complete only in the mid of next 
y e a r . At the gap between these two periods, some of the 
potential buyers of mobile phone may shift to buy CT-2 as 
a substitute because of its size and attractive pricing. 
2. The new digital mobile phone will be heavier, larger 
and more expensive than the present analog model. This 
may make CT-2 becomes a more attractive option to the 
potential buyer of digital mobile phone. 
3 The cost of using CT-2 is significantly cheaper than 
that of using mobile phone. Some of the people who are 
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not able to afford to use mobile phone and some current 
mobile Phone users who think that it is not economical to 
use mobile phone, may change to use CT-2 instead. 
4 . The growth of the paging industry may also provide an 
opportunity for CT-2. Since CT-2 can only provide one-way 
communication and it has to be used with pager in order to 
get two-way communication, the pager users are more likely 
to purchase CT-2. 
5. The disadvantage of using CT-2 is that it cannot 
receive call. But in future, the technology development 
may make it possible for CT-2 to incorporate the function 
of pager and the network operator may be able to provide 
roatoing services for the users. These value-added 
features and services will make CT-2 more attractive to 
the potential buyers. 
6- The price of Motorola CT-2 handset is cheaper than 
- .：• . * • 
the price of the Shaye Forum 2 handset of Chevalier. 
7. Hutchison has more public base stations than 
C h e v a l i e r . Up to March 1992, Hutchison has over 2800 
public base stations while Chevalier only has over 1000. 
Threat; 
1. The product of Motorola is sold at a premium price 
for the high quality. The price of the GPT 2000 handset of 
Chevalier is cheaper than the price of the Motorola 
handset of Hutchison. This may render Hutchison less 
competitive for the lower segment of the CT-2 market. 
2 According to the survey results, people are very 
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price conscious in the purchase decision of CT-2. 
Chevalier uses price as its promotion strategy and it 
offers a preferential package for the buyers of the CT-2 
h a n d s e t . They can buy it at a cost of $2888 before 七he 
official launch date of Chevalier's services, i.e. April 
27, and the package include the price of 七he Shaye Forum 2 
handset, the registration fee for the government and free 
talking time until the end of May. For the details or 
advertisement of the promotion event, please refer to the 
A p p e n d i x . Hutchison is less willing to use price 
\ 
promotion to push up the sales of its products because 
Hutchison thinks that it will damage its image. Thus, 
Hutchison may be in a disadvantage for the price-sensitive 
segment of customers. 
3. One of the CT-2 handsets offered by Chevalier, Shaye 
Forum 2， claims to be the lightest handset in the world. 
This will be a good selling point for Chevalier. 
4 . The handset, Shaye Forum 2 offered by Chevalier, has 
more functions than Hutchison's Motorola handset. 
-广 5. The late launch of the competitor company's CT-2 
services may give them more time to find a handset that 
has more functions, but at a lower price than Hutchison's 
Motorola handset. 
6. There are four network operators who will offer the 
CT-2 services. But this intense competition may not be 
good to the network operators due to the high set up cost 
of the public base station and also the high operating 
cost of the system, especially the rent paid to the shops 
or chain stores for the installment of the public base 
station. The rent ranges from $600 to $1000 per month. 
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The competition will certainly increase the risk of 
providing CT-2 services in Hong Kong‘ 




At the p r e s e n t stage, only Chevalier and Hutchison has 
p r o v i d e d the services of CT-2 in Hong Kong. T h u s , 
H u t c h i s o n , only has one real competitor in the m e a n t i m e . 
The s t r e n g t h and weakness of the other two competitors 
can o n l y be deducted from the companies that form the 
j o i n t v e n t u r e of that company. 
Conparison of thQ ProduQt Features 
Hutchison： 
P e r s o n a l Phone 
一 - L i g h t w e i g h t , pocket-sized handset ( 6 , 6 0 2 ) and easy to 
c a r r y 
——Keypad Lock or Password to prevent unauthorized usage 
- - 3 0 m e m o r i e s and one-touch redial feature 
一 - A d j u s t a b l e ring and volume control • 
- - 1 2 d i g i t LCD display screen 
-- C h o i c e of 3 AAA alkaline batteries (Standby： 60 
h o u r s / C o n t i n u o u s Talk Time： 6 hours) or Motorola Ni-Cad 
- r e c h a r g e a b l e battery pack (Standby： 30 hours/Continuous 
T a l k Time： 3 hours) 
P e r s o n a l Station 
一一 Password to prevent unauthorized usage “ 
- - O u t g o i n g Call Restriction on certain call functions 
( e . g . I D D ) 
-- Incoming Call Priority allows prioritization 
__ B a c k up batteries for up to 24-hour standby 
- - M u l t i p l e registration for up to 8 CT-2 handsets 
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一一 A d j u s t a b l e ring and volume control 
— I n t e r c o m / P a g e r function 
- - M u t e function 
-- Speaker phone for handsfree capacity 
S e l l i n g Points of Per.^nnf^i Ph^nn^ 
- - L i g h t e r -- 6.6 oz 
- - S m a l l e r : 2.18"W X 5.87"R X 0.98"D 
-- M o r e secure: password protected 
- - C l e a r e r sound： All digital technology : 
-- M o r e confidential: Un-eavesdrop drop 
-- L o n g e r talk time: 6 hours (with alkaline AAA 
b a t t e r i e s ) 
-- B e t t e r quality: Manufactured by M o t o r o l a 
- - B e t t e r network: 2,800 telepoints n o w , 4,500 by year-
end and reach 77,000 eventually 
Chevalier 
1. Shave Forum 2 (handset) 
- - T h e s m a l l e s t , lightest (150 g r a m s ) handset available 
- - - T a k e s 3 standard alkaline AAA b a t t e r i e s for 13 hours of 
talk time, or a rechargeable b a t t e r y pack for 4hours 
-一 H i g h performance antenna and noise reduction micro-
phone for clearest possible conversations 
-- U s e r - f r i e n d l y keypad locks to prevent unauthorized 
usage 
一一 P h o t o sensor with auto backlight 
— S i g n a l s warn you if signal strength or power is low 
一一 Designed to accommodate Shaye pager 
-- I n t e r n a l s e l f - c h e c k i n g system 
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一一 Personalisation options include: 
--Ring/tone selection 
-- Display light 
-- Auto-off hours 
Shave Forum 2 nnrrjlepiR phnn^ b^c?^ 
- - H a n d l e s up to 10 handsets 
- - P r o g r a m m a b l e PABX configuration 
- - S t a n d b y batteries give up to 24 hours of standby time 
- - H i g h speed turbo charger takes only 1 hour 
GPT 2QQQ hnn^ ir^ f^ rt 、 
- - l i g h t w e i g h t , easy to carry and easy to use ,、 
-- Takes 2 standard alkaline AA batteries for 6 hours of 
talk time or a rechargeable battery pack for 2 hours 
—— Integrated high performance antenna ensures a clear 
signal ‘; 
—— User-friendly keypad locks to prevent unauthorized 
usage 
- - N o t e p a d function stores numbers for future reference 
-- Warning features let you know when power is low or 
signal is weak 
gpT 2nnn Rase Station 
--.Handles up to 9 handsets -
- - P A B X c o m p a t i b l e 
- - M a s t e r mode of controls access of additional handsets 
-- Standby battery gives up to 24 hours of standby time 
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(Tfiif^ Pr^ y^^ t> T.tfl 
Strength 
1. One of the products sold by Chevalier, Shaye Forum 2, 
has more functions than Motorola's product. 
2. As shown in the survey results， people are more 
concern about prices when they decide to buy the CT-2 
handsets offered by each company. Chevalier has used 
price promotion as a means to promote its products. 
H o w e v e r , Hutchison are not willing to use price promotion 
as a means to promote its products in order to maintain 
its high qualiy image. 
3. Chevalier has offered two kinds of handsets to the 
co n s u m e r s . One model, Shaye Forum 2, is more expensive. 
The other one model was manufactured by GPT, is not so 
expensive as the Shaye model. Since the customers are 
price conscious in deciding to purchase CT-2, this can 
help to cover the price sensitive segments of the market. 
4 . Chevalier has done a lot of advertising and promotion 
before the launch of its CT-2 services. For instance, up 
to n o w . Chevalier had organized three exhibitions to 
educate the public about the new product concept of CT-2 
and promote its products. The first exhibition was 
organized in April 18-19 of this year at Tai Koo City, Hong 
Kong and the second exhibition was organized in April 25-
26 at Mitsukoshi in Causeway Bay. The third exhibition 
冊 s o r g a n i z e d in May 2-3 at New World Centre in Tsim Sha 
T s u i . 
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Weakness 
The brandname of Shaye is not as famous as that of 
Hutchison and Hutchison is the leader in the production of 
C T - 2 equipment. 
2. Price promotion is not healthy in the long run for 
the whole industry since it will affect the survival of 
some companies. Besides, it will also increase the time 
for b r e a k - e v e n . 
3. Chevalier is just a new comer in the 
telecommunication field and it just smarted to be a paging 
operator in last y e a r . Thus, it has a much shorter 
history in the telecommunication field. 
4 . The target customers of CT-2 are the pager users. 
The current pager users of Chevalier's paging services 
will have a higher potential to buy the p r o d u c t s , because 
they already have a communication needs. At present. 
Chevalier has only about 17,000 pager users while 
Hutchison has over 300,000. Thus, Hutchison may get more 
customers among its current pager users when compared with 
C h e v a l i e r if it is assumed that the same percentage of the 
current pager users will buy CT-2. 
5. Chevalier launched its CT-2 services about one month 
vt? 
later than that of Hutchison, i.e. on April 28, 1992. 
T h u s , some of the customers who wanted to〗 use the CT-2 
services may have already bought the products from 
H u t c h i s o n . 
6. The total number of public base stations of Chevalier 
is less than that of Hutchison. Chevalier currently has 
about 1,000 public base stations as in May 1992 and it 
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w i l l have a total of 4,000 public base stations when the 
whole project is finished. However, Hutchison has started 
with over 2,800 public base stations and it will reach 
7,000 when the whole project is finished. 
7. For the capacity of each public base station, 
Hutchison can have a maximum of 12 telephone lines in 
each public base station while Chevalier only have a 
maximum of 6 telephone lines. 
8 . Some of the public base station set up by Chevalier 
will not bear a sign to indicate it. This will increase 
the time and trouble in finding a public base station. 
V 
9. The price of the Shaye Forum 2 handset is more 
expensive than the price of the Motorola handset of 
H u t c h i s o n . 
� v 
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Hon^ Kon样 Callpoint T,td. 
Strength 
1- Hong Kong Callpoint Ltd. is a subsidiary of Hong Kong 
Telecom CSL which owns 51% of Callpoint's shares. Since 
part of the costs of operating the network goes to the 
rent of the telephone line, the close relationship with 
the Hong Kong Telecom Group may give Callpoint a 
preferential treatment in renting the telephone line. 
2. If the products are being launched, Hong Kong 
Callpoint already has an established retail outlets in 
the CSL shops and Star Paging retail centre. Thus, it do 
not have to allocate additional budget for setting up the 
retail network. 
3. The Hong Kong Telecom Group is more willing to spend 
money in promoting its corporate image than Chevalier and 
Personal Communications Ltd. Callpoint can take advantage 
of the corporate image of the Hong Kong Telecom Group by 
promoting itself as a subsidiary of the Hong Kong Telecom 




1. The late launch of the CT-2 services relative to its 
c o m p e t i t o r s may make some of the customers who want to buy 
CT_2 to buy the products from another company. 
2 The late launch of the CT-2 services may increase the 
difficulty in n e g o t i a t i n g with the shops in the busy 
I 香 港 中 文 大 學 i l 書 韓 藏 翥 I 
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areas and it will become more difficult in getting the 
shops at the desired location because the good telepoint 
have already been used by the other companies. 
Pager users are the target customers of CT-2. At 
p r e s e n t . Hong Kong Telecom CSL together with Star Paging 
has about 180,000 pager users which is less than that of 







1. The late launch of the products has given Personal 
Communications Ltd. more time in searching for a new 
product that has more function and a lower price than that 
of Motorola. They plan to launch the product in November 
this year and the product will be supplied by Shaye which 
also supplies the CT-2 handset to Chevalier. 
Weakness 、 
1. The late launch of the CT-2 may make some of the 
customers who want to buy CT-2 to buy it from its 
competitors. 
2. The late launch of CT-2 may also make ' it more 
difficult to negotiate with the shops in the busy area and 
also the company may lost many good location to its 
competitors. 
3. It only has a very short history in the 
、r-
telecommunication field. 
4 . In terms of pager u s e r s , ABC Communications which has 
the shares in this company, has about 150,000 pager users 
currently. , 
5. The handset sold by Personal Communications L t d . is 
also manufactured by Shaye, which is also the manufacturer 
of Chevalier's products. Thus, Personal Communications 
L t d . will have less selling points for its products. 
6. At present, it has no established outlets of its own. 
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CHAPTER VI 
R e �删印 f l a t ; i on - _Marke t ing for ct-9 
Marketing Objectives: 
To maintain 50% of market s h a r e . 
V 
Target Customers 
A c c o r d i n g to the research r e s u l t , the male pager 
• u s e r s , especially those who are less than 30 years old, 




Since Hutchison has made an exclusive agreement with 
M o t o r o l a , Motorola cannot sell its produc.ts to other CT-2 
op e r a t o r s . 
At the present stage, Hutchison will not consider to 
sell the other p r o d u c e r s ' products because Motorola is 
the leader in CT-2 production technology and it has 
established a quality image in the heart of the consumer. 
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B e s i d e s , the other CT-2 producers cannot produce the 
* 
p r o d u c t as good in qu a l i t y as Hutchison. 
A c c o r d i n g to the survey result, most of the people 
are v e r y price conscious in the purchase decision of CT-2 
and M o t o r o l a is always considered to be the premium brand. 
T h u s , it is suggested that instead of selling one product 
only， Hutchison should consider to offer more different 
brands of CT-2 handsets for the users if the Japanese 
c o m p a n i e s , like P a n a s o n i c , will engage in the production 
of C T - 2 . 
Implementation Plan 、 
The two pr o d u c t s should have a different positioning and 
a di f f e r e n t target c u s t o m e r s . Since some of the target 
segment are price conscious and the other are very aware 
of the technology or functions of the product. It is 
suggested that one of them should target at the high tech 
segment and the other should target at the price conscious 
segment. T h i s is done with the aim of capturing more 
market s h a r e . For the promotion theme, one of them should 
.. be promoted as a high tech product and another less 
expensive p r o d u c t should be promoted as a product that has 
good value for money in order to attract those customers 
that are price c o n s c i o u s . 
Product Features of Motorola's handset 
Personal Phone 




- - K e y p a d L o c k or Password to prevent unauthorized u s a g e 
-- 30 m e m o r i e s and one-touch redial feature 
- - A d j u s t a b l e ring and vo l u m e control 
- - 1 2 d i g i t LCD display screen 
- - C h o i c e of 3 AAA alkaline b a t t e r i e s (Standby： 60 
h o u r s / C o n t i n u o u s Talk Time: 6 h o u r s ) or Motorola Ni-Cad 
r e c h a r g e a b l e battery p a c k (Standby： 30 hours / C o n t i n u o u s 
T a l k T i m e : 3 hour s ) 
Personal Base Station 
- - P a s s w o r d to prevent unauthorized u s a g e 
-- O u t g o i n g Call Restriction on certain call functions 
( e . g . I D D ) 
-- I n c o m i n g C a l l P r i o r i t y allows prioritization 
- - B a c k up batt e r i e s for up to 24-hour standby 
- - M u l t i p l e registration for up to 8 CT-2 handsets 
-- A d j u s t a b l e ring and'volume control 
- - I n t e r c o r o / P a g e r function 
- - M u t e function 
——Speaker p h o n e for handsfree capacity 
Selling Points of Personal Phone 
——Lighter ——6.6 oz 
— S m a l l e r ： 2.18"W X 5.87"H X 0.98"D 
M o r e secure： password protected 
一 _ C l e a r e r sound： All dig i t a l technology 
-- M o r e c o n f i d e n t i a l : Un-eavesdrop drop 
一一 L o n g e r talk time: 6 hours (with alkaline AAA 
b a t t e r i e s ) 
一一 B e t t e r quality： Manufactured by Motorola 
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Price of the Handset 
In the s u r v e y , the result shows that p r i c e , e s p e c i a l l y the 
p r i c e of the ha n d s e t , is the key factor in the c o n s u m e r s ' 
p u r c h a s e d e c i s i o n . 
A c c o r d i n g to the s u r v e y result (Graph 7 in the 
A p p e n d i x ) , n e a r l y all ( 9 6 . 1 % ) of the respondents are 
w i l l i n g to pay less than $ 2 4 9 9 to b u y the ha n d s e t . O n l y 
4 1 . 4 % of the r e s p o n d e n t s are willi n g to pay a maxi m u m of 
$ 2 9 9 9 to b u y the h a n d s e t . 、 
S u b j e c t to the costs of the p r o d u c t , it is suggested 
V 
that the price of the h a n d s e t should not exceed $ 2 4 9 9 and 
f 
the p r e s e n t price for the M o t o r o l a m o d e l which is $2388， 
can w e l l fit with this r a n g e . 
H o w e v e r , it is su g g e s t e d that in order to achieve 
g r o w t h in the future in such a competitive m a r k e t 
. - • 
• » . 
e n v i r o m e n t . It is su g g e s t e d that if M o t o r o l a w i l l sell 
a n o t h e r brand of C T - 2 , two levels of p r i c i n g will be u s e d . 
A n o t h e r p r i c e w i l l be set for the new brand of C T-2 
ha n d s e t and the r e l a t i v e price level to the M o t o r o l a ' s 
- p r o d u c t s w i l l d e p e n d on the cost of the ha n d s e t , the 
fu n c t i o n s of the h a n d s e t s , e t c . 
at 
Price of Personal Base Station , 
A c c o r d i n g to the s u r v e y (Graph 8 ) , the majority ( 7 8 . 7 % ) 
of the re s p o n d e n t s is w i l l i n g to pay less than $2499 for 
the p e r s o n a l base s t a t i o n . O n l y 14.3% are willing to pay 
a m a x i m u m of $2999 to g e t the st a t i o n . 
S u b j e c t to the cost of the p r o d u c t , it is suggested 
that the price of the p e r s o n a l • b a s e station should be less 
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than $ 2 4 9 9 . 
Preferential price treatment 
“ i t is not possible to do so due to the cost of the 
p r o d u c t , it is suggested that p r e f e r e n t i a l price treatment 
should be given to the current pager users of Hutchison if 
they b u y CT-2 prod u c t s . 
I m p l e m e n t a t i o n Plan 
T h e r e are several ways to implement this strategy and they 
can also be used individually or in combination： 
1. G i v e a cash coupon, say $100 - $200 to the current 
p a g e r u s e r s and the coupon can b^ redempted for the 
p u r c h a s e of the CT-2 handset. 
2 . G i v e a cash discount of say $500 for the joint 
p u r c h a s e of both pager and CT-2 handset. 
3 . G i v e some gift or souvenior to the customers after 
they had purchase C T - 2 . 
Monthly Service Charge 
For the monthly service charge, it is suggested that 
a t i e r - s t r u c t u r e should be adopted so that it.can cater 
for the needs of different u s e r s . The monthly service 
c h a r g e should include a certain amount of free talking 
time and the higher the level of service charge, the 
larger the amount of free talking time. ‘ 
The first level of monthly』service charge should be 
set at $ 1 8 0 which is the monthly service charge for pager . 
T h i s w i l l 
give the potential buyers the impression that 
C T - 2 is competitively priced and it is affordable by the 




As revealed in the survey, although some people are 
technology conscious and emphasis on the function of the 
p r o d u c t , the majority of Hong Kong people are very price-
conscious and they consider cost saving as one of the most 
important benefits of using CT-2. Thus, cost saving in 
usin g CT-2 when compared to the mobile p h o n e , should be 
stressed in the pr o m o t i o n . 
B e s i d e s , the advantages that CT-2 is smaller and 
lighter than the mobile phone should also be emphasized in 
the p r o m o t i o n . 
If Hutchison adopts a multi-product strategy, it is 
suggested that the product that have more functions should 
be promoted as a high tech product and target at the 
technology conscious p e o p l e . For the product that is 
-V • 
not so sophisticated but the price is lower, it is 
suggested that it should be promoted as a fashion product 
and target at those people who are fashion conscious. 
“ 2. Channels 
As found out from the research, pager users are our 
target customers, especially those who are under 30 years 
* 
o l d . Among all the channels, TV and newspaper is 
suggested to be used as the primary media in delivering 
J • 
the promotion message to the target customers since the 
reach of these media is very high when compared to the 
other m e d i a . 
The TV ad is suggested to be shown in the prime 
time. Five newspapers, namely, Ming Pao Daily News 
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(427,000 or 9%)), Sing Pao (756,000 or 15%), Tin Tin Daily 
N e w s (670,000 or 14%), Oriental Daily News (1,781,000 or 
3 6 % ) and South China Morning Post (288,000 or 6 % ) are 
suggested for the ad and they are the five best selling 
newspaper in Hong Kong in terms of circulation according 
to the 1992 Survey Research Hong Kong Media Index Interim 
R e p o r t . South China Morning Post is the leading English 
newspaper and Oriental Daily News is the leading Chinese 
newspaper in terms of circulation. These five newspaper 
together cover 80% of the market which is believed that a 
satisfactory reach of our target customers will be 
a c h i e v e d . 、 
Magazines like Next Magazine, which has a high reach 
on the young people is suggested for the ad. 
Since the target customers of CT-2 are the pager 
u s e r s , it is suggested that Hutchison can educate 七 h e 
pager users or persuade them to buy CT-2 by sending the 
information brochure or catalog to its existing paging 
account through direct mail or through the advertisement 
or article in "1128 Club" (a bi-monthly magazine issued by 
， Hutchison to its paging account). 
Exhibition 
As revealed by the research result, the new product 
concept of CT-2 is still not widely accepted by the public 
and few people are interested in buying CT-2. People 
still lacks the knowledge in CT-2， especially the 
technical knowledge. T h u s , it is suggested that Hutchison 
Paging should organize several exhibitions of CT-2 so as 




It is suggested that two to three exhibitions should be 
orga n i z e d directly before the launch of the CT-2 
s e r v i c e s . There are two themes of the exhibition: to 
edu c a t e the Public about the CT-2 technology, and to show 
the b e n e f i t s of Hutchison's products and its network over 
its c o m p e t i t o r s . In order to achieve a higher reach, the 
exhi b i t i o n will be organized at those shopping centres 
w h i c h is ve r y busy during the weekends. There will be 
ex h i b i t i o n on three consecutive weekends (Saturday and 
S u n d a y ) at three locations. They are na m e l y . Ocean 
T e r m i n a l in Tsim Sha T s u i , N ew Town Plaza in Shatin and 
T a i Koo Shing in Hong K o n g . 
B e s i d e s , catalog about the product knowledge and 
function of CT-2 should be published and distributed to 
the p u b l i c through the re七ail outlets of Hutchison. 
Distrlhnt.inn 
The C T - 2 handset should be sold in the 35 Hutchison 
P a g i n g C e n t r e s in order to save the cost of establishing 
another r e t a i l network. H o w e v e r , as I visited several 
•Hutchison Paging Centres in Mongkok, I found that 七 h e 
« 
m a n p o w e r of these Paging C e n t r e s is not enough, especially 
f 
d u r i n g the peak hour. Besides^ the salesmen have been 
used to the canned presentation approach and they emphasis 
on p r e s e n t i n g the product information to the customers 
rather than providing a solution to the customers. 
A c c o r d i n g to the survey results, before the 
re s p o n d e n t s decided to buy C T - 2 , most of them would visit 
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the retail shop to get more information about CT-2 by 
collecting the catalog or consulting the advice of the 
s a l e s m a n . T h u s , the salesman in the retail shop is a 
very important channel in the selling process. 
In view of this, it is suggested that a few salesmen 
should be recruited to cope with this problem or a better 
allocation of the time table of the salesmen, may solve 
this p r o b l e m . Besides, training should be used to change 
the mentality of the sales force and make them know that 
they should dominate the selling process and be proactive. 
B e s i d e s , they should be told that the sales force 
objective is to persuade the customers to register for 
outdoor use because this will offer more prof it for the 
company. However, it will be a long and painful process 




At the present stage, the second generation cordless 
telephone is still a new product concept to the general 
public in Hong K o n g . Most people do not have much 
knowledge about CT-2 and the majority of the public are 
less interested in buying CT-2 as revealed in the survey. 
T h u s , a lot of promotion and education activities will be 
needed to educate the public about the new product concept 
of CT-2 before the public can fully accept this concept. 
The future success of CT-2 will depends on the price 
of the handset, the coverage of the telepoint network and 
also the size of the handset. However, it is still too 
early to judge the success of CT-2 in Hong Kong at this 
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萍八月十二 13,穿么欽。 
。 觸 P : 敏 就 ， 讓 f 级 - 场 轉 变 ； 
“ T 遷 , 咨 I 潜 S 敎 ， 一 六 : A —年 &片十 
丨3IV竿二十服。 
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，、流會力S练t I f 5 展 , 數 琪 式 、 伙 将 找 
服務：；明等II,—九九―年 
玉S, • ；t垂P欲惹一百i till年：坟:S, 
時輯举十版。 
‘�C�Sn ..^t^lMM 七 A m r： ^t m 財 乡 [ 1 
ffj間，—九九：ii月,絮）•敢。 
“寧二 .代t復察乡I f f i糊面世，大 f六而 
Wi m ？:T,三A：網终嚴陣 
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j 
i 
FIGURE 1 HOW CT-2 WORKS ‘ 
Aerial 
r r ^ Telepoint 
f ^ ) ':':、： ’ ’ I 
h ^ PUBLIC TELEPHONE 
/ 厂卞： u T " NETWORK 
How it works: Diagram from Persona丨 Communications Ltd illustrates the basic arrangement of a 
CTZ base station. 
J ‘ 
. I ： 
FIGURE 2 PATTERN OF COMMUNICATION PROCESS 84 
SBIDER CHANNEL-^^^^ _ _ 
^ a w l t n o Pecodjrxj 
i f f ^ ^ : 
赂 了 l ^ � J 
. fengi 丨 
A e S ^ ® 
愿 X l 
J. ‘ 
—^ ？A^m 
— C T Z 
—» Mobile PHowf 
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PERCENTAGE OF RESPONDENTS WHO KNOW CT -2 





SOURCES OF INFORMATION 





Friends/Relatives 45 ，30 
MTR billboard 43 29 
\ 
Exhibition 4 3 
Radio 2 1 
Poster 2 1 
Others 7 5 
asince each respondent can choose more than one 
c h o i c e , the percentage is calculated using 150 as the 
denominator. Thus, the sum of the percentage may not 




PERCENTAGE OF RESPONDENTS WHO KNOWWHICH COMPANY WILL LAUNCH CT-2 
Frequency Percentage^ 
Hutchison Paging Ltd. 138 92.0 
Chevalier (TelePoint) Ltd. 93 61.3 
Hong Kong Callpoint Ltd. 53 3 5 3 
Personal Communications Ltd. 21 14,0 
asince each respondent can choose more than one 
choice, the percentage is calculated using 150 as the 
denominator. T h u s ,七 h e sum of the ^ percentage may not 





THE PERCENTAGE OF THE RESPONDENTS THAT 
WILL BUY CT -2 FROM THE 4 COMPANIES 




__ TABLE 7 
TUDnnno^S? OF RESPONDENTS WHO WILL SEEK INFORMATION 
THROUGH THESE CHANNELS BEFORE THEY BUY CT-2 
Information Channel 
Visit the retail shop 64.0% 
Professional/expert 45.3% 
Friends/Relatives 44.7% 
Print ad in magazines 40.7% 
Print ad in newspaper 30.7% 
TV ad \ 16.7% 
O t h e r s 4.7% 
：r '•； 
^Since the respondents can choose more than one 
c h o i c e , the percentage is calculated using 150 as the 
denominator and the sum of percentage may not equal to 
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PERCENTAGE OF RESPONDENTS WHO ARE 
INTERESTED IN BUYING CT -2 
Q 1 Q Y 
p 纖 ： 廳 灘 
\ ^^^v^^'A^vy^myy/z^^^^^W / tt 




/ . J 
95 
PURPOSE OF BUYING CT -2 
。尊.. 






WHICH COMPANY'S PRODUCT WILL THEY B U Y ? I 
Hutchison 
6 4 . 3 % ^^•^r"：：：：^：：!：^：：^!：^^："^ 
•疆•纖；籍謹謹；；氣 
• 鐵 麗 顯 _ 騰 • 騰 麗 纖 麗 纖 








j I — I I … I • II I 
PERCENTAGE OF PAGER USER AMONG 
THE BUYERS 
^ Non-Pager Users 
28.6% 
GRAPH 14 




PERCENTAGE OF MOBILE PHONE USERS AMONG 
THE BUYERS 
Nonmobile Phone User 
u。•丄 鍵斑涯：：活 ^^  








PURPOSES OF PURCHASE AMONG THE 
MOBILE PHONE USERS 
t 







一 . . ” - “ ‘ • • I g^gfggg^ ^；—— • … . 1 I •••_•• •• .1 , I I 
CLASSIFICATION OF BUYERS BY AGE 
21 - 25 
60.7% 
z Z . 






P ' - I 丨 丨 — — — — ^ ― — — 
‘ ‘“‘ 一 " ： 一 — — — — — ^ ^ 
CLASSIFICATION OF BUYERS BY SEX 
Male 






• J • 
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CLASSIFICATION OF BUYERS BY OCCUPATION 
Professional 
42.9、％ I 麵 . ： ： 
Salesman \ i^：：:：:；/ \ Z / - , -
2 5 . 0 % \ 、 ， 、 y 
\ L z Executive 
— 14.2% 
i 14.3% 
"GRAPH 19 二 
J • 
APPENDIX 2 ‘ . 
, 103 
QUESTIONNAIRE 
SECTION I Screening Section 
1. What is your occupation? 
a ) Proprietor 
b ) Trader 
c ) Manager 
d ) Professional (e.g. accountant, lawyer, doctor) 
e) Salesman 
f) Executives 
OTHERS — TERMINATE " 
2 . Have you ever worked for a Marketing Research company? 
a) No 
b ) Yes — TERMINATE 
SECTION II 
3. W i l l a second-generation cordless telephone (CT-2) be 
introduced to Hong Kong in the near future? 
a ) Yes b ) No 
4 . From which source(s) did you find out about this? 
(Can tick more than one answer.) 
a ) Friends/relatives b ) Magazines 
c ) Newspaper d ) TV 
e) MTR Billboard f) Radio 
g ) Poster h) Exhibition 
i ) Others ： 
5. What do you think are the benefits to you of using CT-2? 
(Please rank the first five most important benefits with [1] 
represents the roost important while [5] represents the least 
important, and the higher the mark, the lower the degree of 
importance.) “ 
a ) Lighter and smaller in size than a mobile phone 
b ) Cheaper to use when compared with mobile phone 
c ) Save the time to find a public phone 
d ) Better sound quality than a mobile phone , 
• e ) Better sound quality than an ordinary cordless 
telephone 
f ) Receive the call at a longer distance from the personal 
base station than an ordinary cordless telephone 
g ) More functions than an ordinary cordless telephone 
(e.g. multiple registration for up to 8 CT-2 handsets) 
h ) No benefits 
i) Others： (please specify) 
104 
6 . W h a t do you think are the things that CT-2 needs to improve? 
(Please rank the first five most important things with [1] 
r e p r e s e n t s the most important while [5] represents the least 
i m p o r t a n t , and the higher the m a r k , the lower the degree of 
i m p o r t a n c e . ) 
a ) It cannot be used while walking when using outdoor 
b ) It takes time to find the public base station when 
u s i n g outdoor 
c ) It can only be used for out-calling when using outdoor 
d ) The use of CT-2 in outdoor area will be restricted by 
the number and distribution of the public base station 
e ) CT-2 has to operate within a certain distance of a 
p u b l i c base station when using outdoor 
f ) O n l y a certain number of users can use a public base 
station at the same time 
g ) It needs to use together with pager 
h ) No idea 
i ) Others： (please s p e c i f y ) • 
7 . Are you interested in buying a CT-2 at present or in the 
near future? 、 
a ) Yes b ) No (Go to Q . 10) 
8 . What are your purposes of buying CT-2? 
a ) Home use b ) O f f i c e use 
c ) Outdoor use • 
- -V 
9 . W h y do you want to change to use CT-2? 
(Can tick more than one a n s w e r . ) 
a ) More cost saving 
b ) Better sound quality than a mobile phone__^^ • 
c ) M y friend recommends me to use it 
d ) Just for fun 一—— 
e ) Lighter and smaller in size … 
f ) Others： (please s p e c i f y ) 一 
J ‘ 
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10. Which factors will affect your decision in buying a CT-2? 
(Please rank the first five most important factors with [1] 
represents the most important factor while [5] represents 
t — least important factor among the five factors, and the 
higher the mark, the lower the degree of importance.) 
a ) Price of the handset 
b ) Price of the personal base station 
c ) The service charge when using CT-2 outdoor 
d X — — T h e number distribution of the public base station 
e ) _ _ Q u a l i t y of the handset 
f Your friend(s)/relative(s) is/are using CT-2 
g ) The use of CT-2 gives you a feeling of prestige 
h ) _ _ C T - 2 is cheaper to use when compared with a mobile 
phone 
i ) All the existing mobile phone networks are nearly 
saturated 
3 ) Any preferential price treatment for the existing 
pager users of the company that provides the services 
of CT-2 
The credit-worthiness of the company that provides 
the services of CT-2 
1) The availability of the product information 
m ) Size of handset 、 
n ) My needs / uses 
0 ) Others ： (please specify) 
11. What factors would make you less interested in buying CT-2? 
(Can tick more than one answer.) 
a ) It cannot be used while walking when using outdoor 
b ) It takes time to find the public base station when 
using outdoor 
c ) It cannot receive calls when using outdoor 
d ) Limited n o . and distribution of public b'ase station 
e ) The handset is too expensive 
f ) The personal base station is too expensive 
g ) The service charge is too expensive 
h ) . No needs/uses 
1 ) Others: (please specify) ： 
12.. Before you decide to buy a CT-2, you will collect the 
information about CT-2 from which of the following 
channel(s)? (Can tick more than one answer.) 
a) TV ad _ _ b ) Print ad in newspaper 
c ) Print ad in magazines d ) Visit the retail s h o p — — 
e) Friends/relatives f) Professional/expert 




13. Do you know which c o m p a n y ( i e s ) will provide the service of 
C T - 2 in Hong Kong? 
(Can tick more than one a n s w e r . ) 
a ) — — C h e v a l i e r ( T e l e p o i n t ) L t d . (joint venture of Chevalier 
( O A ) Holdings L t d . and OTC International L t d . ) 
b ) H o n g Kong C a l l p o i n t L t d . (joint venture of Hong Kong 
T e l e c o m C S L , Star Paging (Holding) Ltd. and SHK H . K . 
I n d u s t r i e s L t d . ) 
c ) Hutchison P a g i n g L t d . (joint venture of Hutchison 
T e l e c o m and M o t o r o l a ) . 
d ) P e r s o n a l C o m m u n i c a t i o n s L t d . (joint venture of First 
P a c i f i c L t d . , B r i t i s h Telecomiaunication P L C , ABC 
C o m m u n i c a t i o n s and SHK Properties L t d . ) 
e ) O t h e r s : (please s p e c i f y ) 
14. If you w i l l buy C T - 2 , you will buy it from which company? 
a ) C h e v a l i e r ( T e l e p o i n t ) L t d . _ _ 
b ) H o n g Kong Callpoint L t d . 
c ) Hutchison Paging L t d . ， 
d ) P e r s o n a l C o m m u n i c a t i o n s L t d . 
e ) Others： (please s p e c i f y ) 
V 
15. W h a t is the maximum amount of money that you are willing 
to spend in p e r s o n a l communication per month (e.g. paying 
for the service of pager or/and mobile phone or/and using 
p a y p h o n e )? 
a ) $0 — b ) $1 - $99 
c ) $ 1 0 0 - $199 d ) $200 - $299 _ _ . 
e ) $ 3 0 0 一 $599 f ) $600 - $999 
g ) $ 1 0 0 0 - $1499 h ) >$1500 
16. W h a t is the maximum amount of money that you are willing to 
p a y for the CT-2 handset? 
a ) $0 b ) $1-$1999 — 
c ) $ 2 0 0 0 - $2499 d ) $2500 - $2999 
e ) $ 3 0 0 0 - $3499 f) $3500 - $4000 
17. W h a t is the maximum amount of money that you are willing to 
p a y for the CT-2 p e r s o n a l base station? 
a ) $0 b ) $1 - $1999 
- c ) $ 2 0 0 0 - $2499 Z Z d ) $2500 - $2999 
e ) $ 3 0 0 0 - $3499 f) $3500 - $4000 —— 
18. W h a t is the maximum amount of money that you are willing to 
p a y for the monthly service charge of CT-2? 
a ) $0 b ) $1 - $149 一 
c ) $ 1 5 0 - $ 1 9 9 二 d ) $200 - $ 2 4 9 — 
e ) $ 2 5 0 - $299 f) $300 - $ 3 5 0 — — 
J -
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SECTION III P e r s o n a l Particulars 
19. Are you w o r k i n g in a company that will launch CT-2 or assist 
in the launching of CT-2? 
a ) No 
b ) Y e s ——一TERMINATE 
2 0 . Are you a current pager user? 
a ) Yes b ) No 
21• Are you a current user of mobile phone? 
a ) Yes b ) No 
2 2 . Sex a ) Male b ) Female 
23. J o b Classification 
a ) B a n k i n g b ) Insurance 
c ) Construction d ) Finance 
e ) T r a n s p o r t f) Hotel/Food Z Z . 
g ) T e l e c o m m u n i c a t i o n s h) Manufacturing 
i) Electronics/Computer j ) Trading 
k ) Education 1) C i v i l Servants 
m ) Retailing n ) Mass M e d i a 
o ) Others： (please s p e c i f y ) 
24. Age 
a ) 15 - 20 b ) 21 - 25 , 
c ) 26 - 30 d ) 31 - 35 
e ) 36 一 40 f ) 41 - 50 _ 
g ) > 51 — 
2 5 . Education Level ‘ 
a ) No education / Kindergarten 
b ) P r i m a r y 
c ) S e c o n d a r y 
d ) Matriculated 
e ) U n i v e r s i t y / College / Polytechnic — 
f ) Other Tertiary Institutions (e.g. T . I . ) 
26., M o n t h l y P e r s o n a l Income 
a ) < $4000 b ) $4000 -$6999 
c ) $ 7 0 0 0 - $9999 d ) $10000 - $12999 
e ) $ 1 3 0 0 0 - $15999 f) $16000 - $18999 
g ) $ 1 9 0 0 0 - $21999 h) > $22000 . _ 
THANK YOU FOR YOUR C O - O P E R A T I O N . 
J • 
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第 二 代 無 線 電 話 大 優 惠 ： 
現 以 ® 患 惯 預 先 訂 S h a y e 第 
二 iX ；^朋 ^ la： VS. , 只 須 以 $2.888 
I S 錢 ， 4 更 可 享 有 — F 歹 丨 J m m •  
(1 ) S h a y e 第 二 代 M 線 « 站 一 郎 。 
( 2 ) 免 i - i 政 府 首 次 登 記 賀 S 2 0 0 。 
(3 ) 免 付 1 柱 月 J 股 贺 Z i l 92 月底。’ 
(/股秘赞链月$180 ) 
( 4 ) 不 P 昆 次 數 免 齊 迎 話 至 年 5 月 底 0 
( 5 ) 由 年 6 月 至 月 r 底 ， 毎 • 月 1 0 0 分 越 免 费 
通話。 ”’ 
* 其 士 傳 m 容 戶 
( 6 )精美皮套。 
( 7 ) 齢 性 瑶 芯 一 套 。 J H I ^ ^ ^ ^ P 
BM 
^ M 
CHEVALIER SHOP LTD. 
其 士 店 ^ ^ ^ ^ 
SHOP 11. G/FL TRADE DEPARTMENT 
TOWER. 700 NATHAN ROAD. MONGKOK. 
旺角彌敦道 7 0 0號貿易署大樓 
11號地鋪 
M H H R ^ ^ O 
I ^ H ^ ^ Z ^ T Q r E T V 由即曰起至 9 2年 頭獎：GPT 2000 
^ ^ ^ 4月27日止，成爲 第二代無線電話一部， 戴獎：GPT 2000 
i ^ H j ^ l j ^ F ^ T ^ ™ 其士傳訊新用戶， 連 室 內 接 駭 器 、 ^ 第二代無線電話一部 
I ^ K g g H M U ^ X j ^ J j 即可參加幸運抽獎。 充電器，义 Z 0 1 / ^ 及「步步通」網絡 
(舊用戶請即加快 及 「 步 步 通 」 2 , 0 0 0 分 鐘 通 話 費 。 
^^M 其士傅新is用戶 
雄步同享 C 丁 2 彳麥惠 步伐,進至第7格。） 5,000分鐘通話費。 
^ ：丨 • ^ 
I 一 Z Z \ 幽 
I f •條载、"^  \ ^ ^ ^ m k 巻獎：GPT 2000 
I 頁機當前，請即踏出 [^： 敎够多 % 
I 圭、蛋盖牛 I I 系 # 办 ’ • 參 1 第二代無線電話—部 
I I 。 • 孜 水 參 二 麥 , 一 诊 ， I ^ ^ ^ m 及「步步通」網絡 
I 査詢請電：796 6386 1 稱 、 铁 稿 梦 移 。 \ 
I \ � 1,圓分鐘通話費。 
F ^ - 、 ： ： ： " ' 僅 一 
^ ^ W P N 測 购 ： 各 得 
• 免費奉送 I P ^ ^ $500GPT 2000 
I 驗性電池一套。 優惠券，及「步步通J 
I 200分鐘通話費。 
國-Z--：：::、、 
II 、 _ 於 
： I 免 費 奉 送 I 丨 I I F ^ H M P 诱 碎 : � 5 月 7 日 在 明 報 、 
I I 第 二 代 無 線 電 話 \ & 资 惠 新 報 、 南 華 早 報 及 
1 1 精 美 皮 套 - 個 ； J ^ m w I 英文虎報揭曉。 
i I J F - - ® ^ ^ I # 诊 诊 (請勿停步，陸續有獎" 
- | | 其士傳訊新舊用戶 
~ I 奉送「步步通」不限次數 豸 P、須於92年4月 
^ I 免費通話至92年5月底； 並 L 步 频 」 免費奉送「步步通」 27日前，以$540 
, • 每月服務費$180) . 睹笛—伴te娃 
1 I 更由6月至9月1每月 & 首次登記費； 訂購弟一代無線 
I • 至92年9月底， _^ 右 
» I 奉送100分鐘通話費； 电目古，使口 子书 
•“ I j 「步步通」網絡超値優惠。 
I 讓 訊 「 特 脳 隱 现 齡 鹏 ™ - 佩 其 ™ 親 切 P 的 . f j i g ^ i ^ m s K F j ^ ^ r ^ 雜 繊 赖 啊 仪 ： 
1 j 其 士 店 
i • 其士 (傳訊跟務)有限公司其士OA集園_翻 SHOP 11. G/FL TRADE DEPARTM^T 
T O W E R . 7 0 0 N A T H A N R O A D , M O N G K O K . 
fT^ZJ) i \ 總公司：九龍九11 .驾某长道21 ! ^冥±工程服務中心3字樓電話：75 1 8 7 8 7傳眞：7 5 5 574 了 W h ^ JL^ , , , , 
i • 吉 之 島 （ 凍 估 安 . s 、广Aj..,.义HU ms^^ 
i g + i^ 古 玄 拥 a a R p n A i ^ i l i i p i w w M M M i P S ^ M B i 
^ ^ ‘ , * 3 ‘ ''' ) ‘ . ！ ， , _ 
实 、 i I « - - • 
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